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Introductions




Five Steps to Social Media

Implementation




Implementation and Success in Your Institution

= Build awareness, encourage literacy, and
support access.

Social Media Create a collective approach.

Set aside the necessary resources.
Develop and work the plan.

Manage expectations.




Build awareness, literacy, and access

Social media is not just for kids; it is for everyone,

Step 1:
Awareness = Get your staff, board, and volunteers using it.

= |mprove internal communications.

= Create networks for staff, volunteers, and
alumni.




Step 1:
Literacy

Build awareness, literacy, and access

Help people learn the language and understand its
meaning.

= Create a FAQ.
Create a Glossary of Terms.

Get people using the lingo.

Offer training in groups or 1-on-1.

Post resources on the network or intranet.




Build awareness, literacy, and access
Remove barriers to participation.
= WiFi and Internet access are critical.
= Streamline policies and procedures:
Step 1: — Legal.
— — Human Resources.
— Curatorial.
— Rights and Reproductions.

— Visitor Services.

— Security.

= Change attitudes through . ..




Create a collective approach

[t takes village.

= |nter-departmental.
— Curatorial.
— Education.
— Public Relations and Marketing.
— Operations / Visitor Services.
— T,
= |nter-disciplinary.

» |nter-generational.




Set aside the resources
Social media requires investment.
= Time.
= Training.
Infrastructure.

Budgeting.

— Online Advertising / Promotions.

— Production.
— Maintenance.
— Analytics.

— Tools.




Develop and work the plan!

Planning is critical to long-term success.

= Know your audience.

= Establish clear, attainable goals.

Build your network with goals and mission in
mind.

Plan for evaluation from the start.
Integrate a multi-platform roll-out.

Develop standard operating procedures for long-
term management.




Step 4:
Audience

Develop and work the plan!
Planning is critical to long-term success.
= Know your audience.

— Work to further institutional audience
development goals and target audiences.

— Focus on those audiences you know are active
online and involved with social media.

— Select platforms that best connect you with
your audience.

— Don’t be afraid to target niche audiences—
that is what the Internet is for!




Develop and work the plan!
Planning is critical to long-term success.
= Establish clear, attainable goals.

— Good goals for social media:

— Expand network of interested participants.
— Deepen existing relationships.

— Strengthen global connections.

— Target niche networks.

— Connect directly with visitors.

— Increase awareness of programs, events,
research and collections.
Generate “buzz.”
Enrich your brand with personality.
Improve tracking efforts and include in
weekly / monthly reports.

— Not so great goals.

— Drive attendance.
— Generate revenue (increase membership,
merchandise sales, etc.).




Develop and work the plan!
Planning is critical to long-term success.

» Build your network with goals and mission in
mind.

Step 4:
Network — Develop strategies to achieve your goals.

— Pick the platforms, friends, and connections
that are right for your organization.

— Always be ‘mission-appropriate.’

— Don’t re-brand your organization for social
media.




Develop and work the plan!
Planning is critical to long-term success.
= Plan for evaluation from the start.
— Determine how to measure progress.

Step 4: — Begin collecting information from the
Evaluation beginning.

— Collect both qualitative and quantitative
metrics.

— Statistics.
— Success stories.

— Invest in analytics.

— Benchmark against similar organizations.




Step 4:
Platforms

Develop and work the plan!
Planning is critical to long-term success.
= |ntegrate a multi-platform roll-out.

— Address how platforms coordinate and
interact.

— Devise strategies to keep messaging
consistent, but unique.

— Plan for testing, launch, and ramp-up.

— Allow ample time for growth and
development.




Develop and work the plan!
Planning is critical to long-term success.

= Develop standard operating procedures for long-
term management.

— Anticipate likely situations and how they

Step 4: should be handled in advance.

Procedures

— Prepare for evolution, new technology, and
new platforms.

— Assign maintenance.

— Allow for flexibility and growth.

— Leave room for the next person.

— Be patient.




Manage expectations
Deliver what people are anticipating and more.

» Update managers and colleagues regularly.

= Develop a social media “dashboard.”

= Evaluate and refine strategies quarterly.




Social Media:
Best Practices

and Notable Trends




“First we shape our tools, and then they shape us.”

— Marshall McLuhan, Understanding Media




0r 1S 3D1dd 051$ 3014d Or 1S ID1Hd 0915 3D14d

snr
joOHRYA @ SUIQ 3[8"'03
b
X 2d

ONILISIA

0Z LS 3D14d

0015 3D14d
NOJNITEWNLS

-
= =
l &
w s}
8 o -
3 5
a} (@]
b4 i
8 <
& o
]
g 8
e S
=

09$ 3004d
a934zzng

o =
= 7]
- wn
- =
7]
‘ ?. =3
) [
c o'
] =3 2 o
2 Fy L
m o ®
& o
-8

PAY $75 = =
COLLECT $200 PRICE 5400 PRICE $350

SSYd NOA SV |:">

00Z$ 3ID1dd 0815 IDIHd ~, 0815 ID1dd 00Z53D1dd
" LI[quuny) a ~
o VY N [ssmaaauom| Bl =
o |
4
13550]9. ; X
ajqeysepy 7Y
Avegiorlg::, 2
x
S 8
& 8
-0 e &
< &
=
§
g g
:
2 =]
. g
A
B8
3
g
Q g
o ]
[ &
(=)
@ g
i £
z
g
2 ?\O :
< 9 o
2 g
? ) &
g
V£
i =
iPHONE SO
) — Mashable ((:é‘/éa\b
ANy
D 2
O EE :
You X 5
| metacafe &
Broadcastoursett | M A T4 B =
> 0Z£009

PRICE 5200

PRICE $320

PRICE 5300

PRICE $300




Content Is King

Regardless of the medium, the message matters
most.

Every link, tag, tweet, and post is an opportunity
to self-curate.

Speaking with an authentic voice is the best way
to engage audiences in a cluttered online
environment.

The social media landscape is constantly
changing, but quality content transfers easily.




Connect and share with the people in your life.

= Massive: More than 600 million active users, of
which 509% log in daily.

Facebook: Facts = Connected: 100 million of these users access

Facebook through their mobile device.

= Engaged: Average user has 130 friends, writes
25 comments per month; active users can
spend 55 minutes on the site per day.

Data Source: Website-Monitoring.com and Bursen-Marsteller “Evidence Based Communications”

23




Twitter asks ““‘what’s happening?”’ and makes the
answers spread across the globe to millions,
immediately.

= Nascent: More than 200 million registered users
(since ‘07) and growing at a rate of over

Twitter: Facts 400,000 per day.
Engaged: 55 million Tweets per day.

Brand/Trend Conscious: Twitter’s search engine
gets 600 million queries per day.

Content Driven: A New York Times story gets
tweeted every 4 seconds.

Data Source: Wikiipedia, Financial Times and Website-Monitoring.com




YouTube: Facts

YouTube is the world's most popular online video
community, allowing millions of people to
discover, watch and share originally-created
videos.

= Massive: 2 billion video views per day and 375
million unique visitors per month.

Engaged: Average person spends 15 minutes on
YouTube per day.

Global and Multilingual: Google's automatic
speech recognition technology can translate
YouTube videos and create captions in 51
languages.

Proven in Culture: 5 million views on
Guggenheim/YouTubePlay channel.

Data Source: Website-Monitoring.com and FastCo Design 25




“In the past, you were what you owned.
Now, you are what you share.”

— Charles Leadbeater, Author of We Think




Best Practices:
Primary Platforms

Broadcast Yourself ™

facebook




Forum for Discussion

TATE DEBATE § Tate Come up with a question for the Great British Art Debate and see it on
a London Bus!

The Creat British Art Debate is all about art and identity. Does the art of the
past say anything about the world of today? Should the public have a say
about what goes into museums? Should art be good for you?

;m Great British Art Debate T

Facebook




Collection Sharing

] News Feed Top news - Most recent

The Metropolitan Museum of Art, New York Featured Artwork of
the Day (http:/ /www.metmuseum.org/feeds/

e Clenched Left Hand

MUseum.org

Facebook

i3 people like this.

v all 7 comments

Jess Richard Neff | love the symbolism of the hand... the

instrument of creation, the conduit of emoti th
scupltures acr the East Ri
find inspiration from the simple




Collection Sharing: One step further...

MoMA The Museum of Modern Art A recently acquired poster
illustrates the surprising links between comic books and the Hungarian
avant-garde. http: [ /bit.ly/dw98BE

MoMA | MA at MoMA

Com e - Share - Report

Facebook

MoMA The Museum of Modern Art Check out this week's Five for
Friday - it's a block party with MoMA masterpieces realized in the
medium of Lego. htt ity / Zp

MoMA | Five (and a Few) for Friday: | LEGO MoMA,

Comment - Like - Share - Report




MoMA Lego

place to start is Richard Serra, with Eg

R Wekeesszen

Facebook

Finally, this charming rendition of Rothka's N /No. was put together by John Wilson.

| 2 2 220 DJ

e Museum!




Twitter

Engaging the Audience
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Home Profile Find People Settings Help Sign out

a Guggenheim

+ Following

@MOBlAnyc, and 10+ others

Happy birthday artist Rufino
Tamayo. Read more about his
work "Heavenly Bodies" in our
collection online: http://ow.ly
/2uCKH

RT @ArtObserved: Don't Miss ‘The Geometry of Kandinsky
and Malevich' at the Guggenheim through September 7:
http: / /bit.ly/delLCd0

Very cool! RT @fmssnr A series of #iPhone shots | took while
playing around with my #Lego #Architecture #Cuggenheim
http: / /bit.ly/cDJYfW

Special Offer: Sign up for our E-News through September 6
and save 50% on the Haunted exhibition catalogue
http://fow.ly/2tqeT

@blckdg You are welcome to share any links to animated GIFs
in the comment field of our blog: http://ow.ly/2sx73

Name Guggenheim Museum
Location New York City
Web http: [ /wwe ggen
Bio Frank Lloyd Wright's
architectural masterpiece
home to a world-renowned
collection of modern &
contemporary art. Tweets by
Francesca & Jiajia, External
Affairs.

2,023 148,364 5267

following followers listed
Tweets 1,432

Favorites

Lists
@Guggenheim/guggenheim-
affiliates

@Guggenheim/
contemplating-the-void

View all

Actions
block Guggenheim
report for spam

You both follow

=\ )
View all.

Following




Online and Onsite

We welcome your thoughts. Comments can

Twitter

be left at this kiosk, or if you use Twitter

@reply brooklynmuseum with your feedback.

Find out what others are saying at
www.brooklynmuseum.orglcommunity.




#AskACurator

About How to ask? Who to ask? Hashtag

Follow
Twitter #askacurator Yihats

on Twitter favourite

‘..

Ask a Curator Get involved
around the world

Can our
museum
do this? o =




Behind-the-Scenes Access

i ERETETY O Upioads

Info

Allora and Calzadilla, interview with Hamza Walker
From: rensocvid | Mar 30, 2007 | 1,857 views

This video is an excerpt from the Allora and Calzadilla artist talk with Hamza Walker.

View comments, related videos, and more

o:

Date Added | Most Viewed ¥ | Top Rated

Teodoro Anzellotti:
Solo Accordian
9,931 views - 2 years ago

Allora and Calzadilla,
interview with Hamza
1,857 views - 4 years ago

Charles Bernstein
reads two poems for
1,397 views - 1 year ago

Francis Alys Sept 28,
10f3

1,158 views - 2 years ago

Allora and Calzadilla
at The Renaissance
1,131 views - 4 years ago

| Renaissance Society
Panel: Is there such a
858 views - 2 years ago

Poetry Reading: Adam
Zagajewski




In-depth Interviews
Understanding the Japan Earthquake

smithsonianNMNH 92 videos || Subscribe

Dr. Liz Cottrell
Geologist, Smithsonian Institution
" : Jq} { -

5 Like ~ < Addto ¥  Share Embed

Uploaded by smithsonianNMNH on Mar 14, 2011
Smithsonian geologist, Dr. Liz Cottrell, discusses the March 11, 2011 Japan

Show more




From Physical to Online

w The Black List F'“ ject at Brooklyn Museum P m Uploads
i 5 abing

Uploads (235)

YouTube

Brooklyn Museum Favorite Re... (97)
bk blackli

bkmuseumblacklist's QuickCapture Video - March 26, 2009, __ Like -
11:48 AM




Sharing the Experience

F
) :ICOI"IfESS at UT.E MF Subscribe Uploads Favorites

[ 4

Uploads (669)

MFiConfess's webcam
video March 26, 2011

ew 1 day ag

MFiConfess's webcam
video March 26, 2011

YouTube

| MFiConfess's webcam
video March 25, 2011

MFiConfess's webcam
video April 15, 2010,

A I8

y -

> 4 ¥

r - FiC S wabe

Info Favorite Share Playlists Flag 2§ ::d:f:;ﬁsm .;Et:;am
MFiConfess - What's this all about?

i [ . 1| MFiConfess's webcam
Find t tt t it video April 20, 2010,

View comments, related videos, and more




Artbabble, Vimeo, UStream and other video
sharing and livestreaming platforms.

Secondary I[phone, Android and other mobile applications.
Platforms

Flickr, Picasa and other photo sharing platforms.

Foursquare and other geo-location services.

Kickstarter, Groupon, and other micro-
fundraising services.




Crowdsourcing &
Audience Engagement




Photo-contests

HT]S _ﬂ—][ [\%AIL E‘Q‘/\JE I\N/k ET THE METROPOLITAN MUSEUM OF ART
Z | B GET CLOSER

ENTER OUR NEW PHOTO CONTEST




Public Programs

@ Firefox File Edit View History Bookmarks Tools Window Help Thu 12:37 PM
Brooklyn Museum: Community: Target First Saturday: Shout (Out) Brooklyn!

C AL X A8
Most Visited +  Latest Headlines 3

ENews | search (alt+s)

Brooklyn Museum
Community: Target First Saturday: Shout (Out) Brooklyn!

i love Target First Saturdays and want t ? Are you curious about what goes e ————1]
programming? Maybx u have a m y B A
Brooklyn Museum

of an undiscavered DJ with a unique sound.
Community: Target First Saturday: Shout (Out) Brooklyn!

Now, with the fi tor-curated Target First Safi
jon and choose your favorite programming!

the past month, you helped us find performing arl

d by shared values,

nominal and selected the top n each categar
on who wilbe feaured n October Thank You!

Film Book Thanks, everyone, for participating! We are confirming your choices now. Check back soon at the

7 5 e for the official September lineup.

DJ: DJ Herbert Holler

DJ Herbert Holler has played at various nightclubs throughout New
YYork City, most recently spinning a mix of New Wave, electronic,
pop, and rock.

Links
l

953 Votes!

Next | PFrevious

Film: Friends We Love

Created by filmmaker Mike Vargas and multimedia artist Moni
Pineda, Friends We Love profiles artists and their creative
processes, inspirations, and passions. This film screening will be a
collection of short documentaries by Friends We Love arfists.

Links




Exhibitions

W | hutp://walkerart.org

50/50 Online Voting

50/50: Audience and Experts Curate
the Paper Collection

artworks for thi
a fresh view of

Show me an artwork




Tag Tours

Happy Hour

You d have to wait until 5pm to ac

Animals in Art

It's kind of like the Discovery Channel, Take 2 er look at these works of art. What critters do you see? Nolice how prevalent animals have

ur senses. s all about the food. That's right - see it, smell it, taste i, and explore the art of food.

CONDEMNSEDR

— o C N
DONT WASTE IT! ' NFgSIBEE

BUT WISELY - DSOK CARERULIY - £4T [T AL




Online &
On-site




Stedelijk

stedelijk Loads of Foursguare checkins on Museumplein 10
- . today, cooll Whao'll be our first real Mayor and receive free
Q’#? entrance? http://4sg.com/cXBoRD

Jeff in New York, NY

Foursquare

ADD TO MY TO-DO LIST

Hey Hey! Show staff that you're the
mayor and you will receive a 25%
discount in our gift shop, plus free
admission for yourself and a guest

Unlocked for the mayor

E Hastings St

</ _ snder 5t - i s & I i
> Google Map data 2011 Google £ 1 s 64 97

Categories: Museun

Tags: museum, special-offer, forensic science, morgue




Follow the Whitney on Foursquare

Foursquare +
Tips

Former L

Former Location of Edward Hopper's S




View data from

Key metrics Most Recent Checkins

&
-

Foursquare +
Metrics

Time Breakdown




Museum Applications: Museum of London
SR o ' -
N‘\."' .._!;_ 4

=
§
-—

Mobile + AR . STREETMUSEUM

‘Piccadilly Circus o K
1827, George Davison Fesd

A 5 a FLaniang
: .
"o ¢ T




Museum Applications: Museum of London

Mobile + AR




Social Media &
Revenue Generation




Revenue Generation via Groupon

Share This: [ [&] Like 828

$60 for a One-Year Membership to The
Huntington Library, Art Collections, and

Botanical Gardens in San Marino ($120
Value)

Group
Purchasing

Value Discount You Save

$120 50% $60

This deal ended at:
11:59PM

08/08/2010

4,084 bought

%’ The deal is on!
Tipped at 6:12AM with 50 bought




Group
Purchasing

Revenue Generation via Groupon

$5 for One Ticket to the Mugar Omni Theater
at the Museum of Science (Up to $10 Value)

Museum of Science, Boston

Value Discount You Save

$10 50% $5
Buy it for a friend!

Time Left To Buy

1 day 7:19:44

4,802 bought
198 remaining The Fine Print Highlights

The deal is on! Expires Jul 3, 2011 Five-story-tall IMAX Dome screen
Limit & per person. Limit 1 per visit Digital sound sys
Subject to availability. Must redeem Four mr aying, including
Groupon at museum box office. Not Tornado Alley
share: [ [© Like 216 valid for Exhibit Halls, Planetarium, 3-
— D Cinema, Butterfly Garden, or other
separately ticketed venues. Not valid
4/16-4/24. Not valid for phone or
internet orders. Not valid with other
offers. Tax included.

that apply to all deals

Tipped at 8:07 AM with 500 bought




Revenue Generation via Kickstarter
KICK

Maine Museum of Photographic Arts

Project by Maine Mus

PROJECT HOME ! B 13 | CKERS | 94 | o

Crowdsourced 94
FundraiSing 3 BACKERS

$18,195

PLEDGED OF $17,955 GOAL

0

SECONDS TO GO

FUNDING SUCCESSFUL

This project successfully raised its funding
goal on June 10.

PLEDGE $5 OR MORE

Our sincere thank you and the realization
that you helped found MMPA.

I {111 ]

= 5 BACKERS
E Twit (t |

.

GRAB
EMBE

3 £ SHARE THE LINK
D ON YOUR SITE [

nBxA2 PLEDGE $10 OR MORE




Revenue Generation through Exclusive Content

Brooklyn Museum: 1stfans: a socially networked museum membership

L) http:/ /www.brooklynmuseum.org/join/1stfans/

ducation | Research | About | Give

Brooklyn Museum

1stfans: a sociallv netv

1stfans introduction

Across Socializeat excusive evens during th Museur's montly .
Platforms ;!I: ‘ ..i.-.la;‘..u :;.‘_I.;.‘ our 1 ..';. |.-..:I'.'.. I E = : Wll[caws

1stfans blog

join 1stfans!

to 1stfans




Concluding

Thoughts




What is the
Social Media
Opportunity?

Forum for brand dialogue.

— But only if you're listening and willing to
respond.

Content sharing mechanism.

— But only if you have the resources to create
this unique content.

Avenue for engagement with cultural
consumers.

— If you're active and creating online
relationships.

Vehicle for humanizing your brand activities.
— But only if you’re consistent.

A tool to be integrated with other marketing
tactics.

— When used as an extension of other brand
management tools.




Key Takeaways

Nothing works in isolation; no one source is a
solution.

Content is still King; just “being on social
media” is not enough.

Know your audience:
“Relevance + Resonance = Significance”
(Brian Solis, author of Engage)

Crowdsourcing is a simple and effective way to
involve your audience and grow your
community. Radio and television cannot
connect with this audience.

The social media landscape is ever-changing—
evaluate, fix, and adapt along the way.




Breakout Session 1

Social Media Successes and Challenges







Culture Track 2011




What is Culture Track?

= A survey of behaviors, motivators, and barriers
to cultural participation across the United
States.

An ongoing tracking study, fielded five times

Culture Track since 2001.

2011
Data collected from over 4,000 online

respondents in 2011, statistically mirroring the
U.S. population with screening criteria to ensure
a base level of cultural participation.

= A collaborative research project conducted as a
service to the field, free to arts professionals,
the media students, and cultural leaders
worldwide.




What does Culture Track explore?

Culture Track

= Attitudes and behaviors of cultural audiences.
2011

= Trends in attendance at and affiliation with
visual and performing arts organizations.

= Motivators and barriers affecting participation.




What’s new in 20117

= Culture Track 2011 gauges the ongoing effects of
the economic downturn by tracking against our
special 2009 study, Arts Participation in the
Economic Downturn.

Culture Track In addition to baseline tracking data (for
2011 comparison with previous studies), Culture Track

2011 probes usage and impact of new
technology and proliferation of social media
platforms.

Culture Track 2011 also introduces a new,
sophisticated segmentation of cultural
consumers developed in partnership with SDR
consulting.




Who did we talk to in 20117

= 4,005 respondents participated in a nation-wide
online survey, representing all 50 states.

Culture Track — 18 or over.

2011 — U.S. residents.

— Attended at least one cultural activity in the
past year.

= Survey fielded and completed in January 2011.

= Margin of error = +/- 1.6%.




Who did we talk to in 20117

= 4,005 respondents participated in a nation-wide
online survey, representing all 50 states.

Culture Track — 18 or over.

2011 — U.S. residents.

— Attended at least one cultural activity in the
past year.

= Survey fielded and completed in January 2011.

= Margin of error = +/- 1.6%.




Culture Track How can | access the full study?

2011 = Visit www.LaPlacaCohen.com/CultureTrack

after April 15 to download a copy of the full
study.




Advance planning is on the rise.

Time frame of decision to attend

Performing Arts
(n=3,152)

2007 2011

Well in advance  50% 629,

A few days in
advance 42% 35%

Same day 9% 3%

Visual Arts (n=2,575)
2007 2011
Well in advance 299, 459,
A few days in advance 549, 509,

Sameday 179% 5%

Both visual and performing arts
audiences are planning their
attendance much farther in advance.

Visual arts audiences have become
significantly less spontaneous.

- Only 59, of respondents decide to
visit a museum or exhibition on
the same day, compared to 179%
in 2007.

This longer planning cycle may be
attributable to people leading busier
lives, and planning their
expenditures more carefully.




Online ticket sales dominate all other channels.

Preferred ticket purchase method
Respondents of all ages prefer the
Internet for purchasing tickets.

Performing Arts (n=3,152)

2004 2005 2007 2011 Box office sales for performing arts
Mail 5% 49, 3% 49, continue to decline dramatically.

Telephof; 17% 15%, 10% 129, For visual arts, online is top but

N 40 38 30 0g closely followed by purchasing
person 7 7 % 7 tickets at the admissions desk.
Internet 389, 449, 55% 56%

Visual Arts (n=2,575)
2005 2007

Mail 3% 3%
Teleph
elep 02 12% 9%

In
person 47% 41%

Internet 37% 47%




Word of mouth, traditional media, and social media: the recipe is now high-
tech and high-touch.

) Traditional media channels are still
Information sources consulted for culture . )
(n=4,005) very important ways of sharing

cultural information.

Word of mouth 759% Word of mouth (75% ) has always
been essential, but now it expresses
Television 73% itself both online and off.

Social media is a new channel for
689%,
word of mouth.

Sunday newspapers

Daily newspapers 66% - Appearing in this study for the

first time, data on Facebook
(39%) and Twitter (149%) provide
399, a baseline for. monitoring the
growth of their influence.

Radio 629%
Facebook
Twitter 149,

MySpace 119,




Social media influences cultural participation.

Effectiveness of social media
recommendations

(n=4,005) Over two-thirds of respondents act
on recommendations for cultural
events received through social

Never act on .
media.

recommendations

Rarely act on
recommendations

Sometimes act on
recommendations

Often act on
recommendations




Frequent attendees are the most likely to use social media to find out
about culture.

Social media usage as a function of attendance

(n=4,005) Over half of the most frequent

Facebook YouTube Blogs  Twitter cultural attendees regularly utilize
Facebook (75%), YouTube (70%),

4+ cultural events

per month 75% 70% 51% 44%, and blogs (50%) on at least a
weekly, if not daily, basis.

2-3 cultural events

per month 66% 56% 37% 23%

1 cultural event per
S, P 56% 529% 219, 10%

No cultural events

per month 53% 32% 14% 6%




Younger audiences are not the only ones using social media.

Social media usage as a function of
generation (n=4,005)

= Although younger audiences are
heavier users of social media,
certain platforms, such as

Facebook, are widely used across
82% 76% 45% 39% all generations.

Age Facebook YouTube Blogs  Twitter

749%, 629, 399,  26%

549, 399, 259, 119

43% 22% 149 3%




Families are also heavy social media users.

Use of social media by presence of children
(n=4,005)

Facebook YouTube Blogs Twitter

Families with

children 74% 60% 38% 26%

Families without

children 54% 40% 23% 13%

Social media is used more
frequently in households with
children than those without. For
example, 749, of households with
children use Facebook on a weekly
or daily basis as opposed to 549,
of households without children.




Connecting online is a daily habit.

Websites accessed on a daily basis for

communications
(n=4,005) = On a daily basis, personal email

Personal email ~ 80% (80%) and social media sites like

Facebook (38%) rank higher than
Facebook  38% online local newspapers (15%) and

any other news and information
Location based services 189, site.

YouTube  15%

Websites accessed on a daily basis
for information
(n=4,005)

My local newspaper site
Other online news sites
Groupon

CNN.com
FOXNews.com

NYTimes.com




Culture is increasingly accessed through technology.

How mobile technology gets used
(n=3,765)

Text messaging

Connecting to the Internet

Social media applications

Shopping online or purchasing tickets

Accessing the homepages of cultural institutions

Quick response (“QR”) codes

Other ways of experiencing culture
(n=4,005)

On a website
Download video in digital format
On a mobile device (smartphone, iPad)

Download podcasts

= Audiences are using technology to
tap into culture on their home
computers, their mobile phones,
and their tablet computers.

- 209% of respondents with
mobile phones use them to
access the websites or the
social media applications of
cultural organizations.

119% of respondents use their
mobile phones to access
content through quick response
(QR) codes.




Families with children are technology omnivores.

Presence of technology by presence

of children
(n=4,005)

Households
Households without
with children children

Video game console 72% 309%

iPod/MP3 player 60% 359%,
Smartphone 489, 23%,
Electronic reader 199% 10%

Tablet computer 159, 6%

The presence of children in
households correlates to high

levels of multi-platform technology
usage.

Respondents with children are:

— Nearly three times as likely to
own a tablet computer.

— Nearly twice as likely to have a
smartphone.




Breakout Session 2

Developing Your Social Media Strategy







Time for Feedback!

Conclusion
What information was most useful to you?

What would you like to know more about?









